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Hoteliers in Australia and New Zealand are in a 
happy space; there’s a growing demand for quality 
accommodation. This growth in Australia is all a part 
of  the government’s Tourism 2020 plan, which is 
looking at tourism as a priority sector. The plan is to 

expand tourist inflows and expenditure from key Asian markets. The 
industry is also seeing growth in its domestic tourism and hotel chains are 
cashing in with aggressive growth strategies. We take a considered look 
at Australia-New Zealand  in our market report on page 10. Meanwhile 
with environmental concerns in mind we discuss the need to go green and 
why it is more cost effective in the long run; page 8.                                 
 Technology,  on page 18, takes us into the sphere of hi-tech rooms: 
how far should hotels go – there’s a whole new wave of advanced features 
making their way into the world’s most modern hotel rooms.
 February is the month for love and Champagne, but increasingly 
patrons are asking for sparkling wine when it comes the time to pop some 
bubbly. We look at the trends; page 22. From bubbly to chocolate and 
the trends suggest that ‘the Asian demand for chocolate will climb three 
per cent to four per cent annually in the coming years, outstripping the 
demand in the west’ with China and India driving the growth; page 26.  
So get some chocolate, pop some sparkling and read what else AHCT has 
in store for you.
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 Industry news

dusit thani Bangkok  
to remain open through 2018 
	 Thailand’s	Dusit	International	has	announced	that	its	iconic	flagship	hotel,	
Dusit Thani Bangkok,	will	now	remain	fully	operational	until	5	January	2019	
(with	final	check-out	at	2pm	on	that	date),	instead	of	16	April	of	this	year,	as	
was	previously	announced.	The	closing	date	has	been	extended	to	allow	
Dusit	and	its	partners	more	time	to	add	value	to	the	new	version	of	the	hotel,	
which	will	open	as	part	of	an	approximately	USD	1.1	billion	landmark	mixed-
use	project	to	be	built	in	partnership	with	Central	Pattana	PLC.	Opened	on	
27	February	1970,	Dusit	Thani	Bangkok	was	once	the	city’s	tallest	edifice	and	
largest	hotel	that	pioneered	five-star	hospitality	in	Thailand.	“Since	we	officially	
announced	the	hotel’s	redevelopment	last	year,	we	have	been	inundated	with	
messages	from	guests,	customers	and	long-time	fans	of	the	hotel,”	says	
Suphajee	Suthumpun,	Group	CEO,	Dusit	International.	“While	the	majority	
expressed	excitement	about	our	next	chapter,	there	were	also	those	who	
wondered	how	we	could	embrace	our	heritage	and	continue	our	legacy	in	a	
new	building.	We	are	exploring	many	ways	to	add	value	to	the	new	hotel	and	
mixed-use	project	in	terms	of	design	and	innovation.	This	includes	embracing	
a	green	concept	which	reflects	our	prime	location	opposite	Lumpini	Park,	
creating	direct	links	to	both	the	MRT	and	BTS	mass	transit	rail	systems,	and	
alleviating	traffic	in	the	area	by	providing	new	infrastructure.”

taiwan partners  
with FOX sPOrts 
	 Cycling	tourism	in	Taiwan	is	getting	a	boost	
through	an	integrated	campaign	of	digital	assets	and	
a	unique	collective	of	influencers.	All	thanks	to	the	
Taiwan on Two Wheels	website	built	by	FOX	SPORTS	
and	powered	by	FOX	Content	Labs.	The	website	
supports	Taiwan	Tourism	Bureau	in	driving	more	
cycle	tourism	to	the	island	nation	by	providing	
everything	a	cycle-happy	visitor	could	need	–	including	
English-language	bike	routes,	rental	information	and	
packing	advice.	The	influencer	programme	curated	
by	FOX	SPORTS,	features	globally	renowned	
celebrities	on	Taiwan	cycle	adventures	including	Miss	
Universe	2015	Pia	Alonso	Wurtzbach,	renowned	
cyclist	Owain	Doull	from	Team	Sky,	and	FOX-produced	
video	content	of	the	influencers.

taipei’s most  
anticipated development
		 Taipei’s	most	anticipated	development,	Taipei Sky Tower, in 
Taipei’s	prime	Xinyi	District,	housing	two	hotels	and	an	experiential	retail	
podium,	is	scheduled	for	a	2020	opening.	Symbolising	a	bamboo	shoot	
and	a	Roman	column,	this	54-level	building	will	juxtapose	Eastern	and	
Western	elements	with	a	pleated	façade	accentuated	in	green.	The	
development	will	join	hands	with	Hyatt	International	luxury	brands:	Park	
Hyatt	and	Andaz.	It	will	be	designed	by	Italy’s	Antonio	Citterio	Patricia	
Viel	and	Partners	(ACPV).	ACPV	will	also	lead	interior	design	for	the	
Park	Hyatt,	while	Neri	&	Hu	will	lead	interior	design	for	Andaz	Taipei.	
Riant	Capital	Limited	plans	to	shape	the	podium	and	streetscape	of	
Taipei	Sky	Tower	into	a	flagship	shopping	boulevard.

sincere development
	 Thailand-based	Onyx	Hospitality	Group	and	
China’s	Sincere	Holdings	Group	have	announced	
a	strategic	partnership	targeting	the	serviced	
apartments	market	across	key	Chinese	cities.	Sincere	
Holdings	Group	will	receive	exclusivity	rights	from	
Onyx	Hospitality	Group	to	develop	and	open	Shama	
serviced	apartments,	including	those	bearing	the	
Shama	Luxe	and	Shama	Hub	sub-brand	names,	in	
12	key	cities	across	China:	Shanghai,	Shenzhen,	
Guangzhou,	Beijing,	Chengdu,	Chongqing,	Hangzhou,	
Nanjing,	Suzhou,	Tianjin,	Wuxi	and	Xiamen.	The	first	
two	Shama	serviced	apartments	to	be	developed	
will	be	in	Shanghai	–	Shama	Hongqiao	Shanghai	in	
Minhang	District	and	Shama	Changfeng	Shanghai	
in	Putuo	District.	Both	are	slated	to	open	in	2018.	
Shama	currently	has	18	serviced	apartments	across	
Asia	Pacific,	including	ten	in	the	pipeline.	Says	
Douglas	Martell,	president	and	CEO,	Onyx	Hospitality	
Group,	“This	partnership	is	a	major	milestone	in	our	
journey	towards	becoming	the	best	medium-sized	
hospitality	player	in	the	Asia-Pacific	region.”	Adds	
Jerry	Zhang,	executive	vice	president	of	Sincere	
Yuanchuang	Real	Estate	Group,	“This	will	help	drive	
the	growth	of	a	new	business	segment	for	Sincere.”	

Manila gets an Okura
	 Hotel	Okura	Co.,	Ltd	has	entered	an	agreement	with	Travellers	
International	Hotel	Group	Inc.	(TIHGI)	to	manage Hotel Okura Manila, 
set	to	open	in	Manila,	Philippines	in	2018.	Located	near	Manila’s	Ninoy	
Aquino	International	Airport	(NAIA),	the	191-room	hotel	will	be		situated	
within	Resorts	World	Manila,	an	integrated	resort	owned	by	TIHGI.	As	
a	gateway	to	Makati	City,	the	country’s	financial	district,	the	hotel	will	
offer	easy	access	to	Manila’s	business	and	leisure	centres.	“As	Hotel	
Okura’s	first	hotel	to	open	in	the	Philippines,	we	will	leverage	the	group’s	
expertise	in	traditional	Japanese	hospitality	to	make	Hotel	Okura	
Manila	a	much-beloved	hotel	among	both	local	and	foreign	visitors,”	
says	Toshihiro	Ogita,	president	of	Hotel	Okura	Co.,	Ltd.	“For	the	past	
five	years,	the	Philippines	has	experienced	high	economic	growth	
surpassing	6	per	cent	per	annum,	and	its	tourism	market	is	expected	
to	achieve	mid-	to	long-term	growth.”

Business solutions
	 The	Valero	Grand	Suites	by	Swiss-Belhotel,	a	31-storey	
condominium	hotel	managed	by	Swiss-Belhotel	International,	has	opted	
for	Xn protel’s	xnPOS	and	protel	PMS	solutions.	This	is	the	latest	
addition	to	the	Swiss-Belhotel	portfolio	that	uses	Xn	protel	solutions.
	 Protel	PMS	is	a	hotel	property	management	system	that	seamlessly	
connects	to	all	the	other	systems	needed	and	helps	enable	hotels	
empower	staff		and	support	the	growing	needs	of	their	business.	While	
xnPOS	provides	comprehensive	functionality	and	scalability	that	meets	
the	needs	of	hotel	F&B,	table	service	restaurants	and	hospitality	food	
service	operations.	It	has	proven	workflow	advantages	to	manage	
guest	check	transactions,	order-entry	operations	and	remote	kitchen/
bar	orders,	while	also	providing	seamless	integration	with	hotel	PMS,	
Loyalty/CRM	and	ERP	systems.	Matthew	Faull,	executive	director	&	
senior	vice	president	of	IT,	ECommerce	&	distribution,	Swiss-Belhotel	
International	says,	“We	have	been	working	in	partnership	with	Xn	protel	
for	five	years	since	our	first	deployment	of	protel	PMS	and	xnPOS	
in	Bahrain,	and	we	continue	to	deploy	these	solutions	across	our	
properties	as	we	open	hotels	in	both	existing	and	new	territories.	Xn	
protel	has	implemented	PMS	and	POS	in	properties	across	Indonesia,	
Bahrain,	Australia	and	New	Zealand,	and	we	are	delighted	to	see	the	
successful	implementation	at	the	Valero	Grand	Suites	by	Swiss-Belhotel	
in	time	for	its	opening.”

Homstel living on Hong Kong
 	 Ovolo	Hotels	Group	has	announced	the	launch	of	Mojo 
Nomad,	a	new	co-habitation	concept	for	global	nomads	
that	has	at	its	core	travel,	lifestyle	and	community.	The	first	
Mojo	Nomad	property	that	will	call	Hong	Kong’s	Aberdeen	
Harbour	home	will	offer	‘Homstel	living’,	bringing	together	
hotel,	home	and	hostel	centered	around	community	and	
the	use	of	shared	spaces	and	facilities.	Founder	&	CEO	
of	Ovolo	Hotels	Group	Girish	Jhunjhnuwala	says,	“We’re	
really	proud	to	introduce	our	Homstel	co-living	concept	to	
both	locals	and	travellers.	It	draws	on	our	desire	to	support	
today’s	modern	hero,	giving	them	access	to	a	multi-use	
space	where	they	can	be	productive,	build	a	network,	be	
collaborative,	seek	adventure	and	experience	new	things.	
Whether	you	stay	at	Mojo	Nomad	for	a	short	or	long	time,	
you’re	never	a	guest	but	always	an	in-house	resident	and	
part	of	our	community.”

Mandarin Oriental  
takes on London, again
	 Mandarin	Oriental	Hotel	Group will	
manage	a	new	luxury	hotel	and	branded	
residences	on	Hanover	Square	in	the	
heart	of	London’s	Mayfair	district.	The	
project	is	expected	to	open	in	2021.	
Mandarin Oriental Mayfair, London 
will	be	an	intimate,	boutique	property	
–		50	guest	rooms	and	suites	as	well	as	
80 residences	–	developed	by	Clivedale	
London	and	designed	by	architects,	
Rogers	Stirk	Harbour	+	Partners.	
The	property	will	feature	a	fine-dining	
restaurant,	a	lobby	lounge,	a	bar	and	a	
private	roof	terrace	with	bar	overlooking	
Mayfair.	The Residences,	located	in	the	
building’s	upper	floors,	hope	to	be	some	
of	the	most	exclusive	private	homes	in	 
the	city	with	a	full	suite	of	five-star	 
hotel	services.	
	 Says	James	Riley,	group	chief	
executive	of	Mandarin	Oriental.	
“Operating	two	complementary	hotels	in	
a	single	destination	is	something	that	the	
Group	has	already	done	successfully	in	
Hong	Kong.”		
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 ManageMent

Environmental impacts were 
considered from construction through 

to operation at Soneva eco-lodge

Rising concerns over the 
deteriorating condition of 
the environment has led to 
the implementation of green 

methods in most Asian countries. The 
growth of green technology, especially 
in the construction sector, is considered 
vital for improving the condition of the 
environment. By adopting eco-friendly 
construction methodologies, real estate 
developers can help reduce energy and  
water consumption in hotels.

With most hotels looking for new ways 
of assuming their social responsibilities, 
the adoption rate of green technology in 
the hospitality industry has risen in the 
Asia-Pacific region. By judicious use of 

GoinG Green
‘Going Green’ is still a top issue for hotels and guests and it is not 
without its challenges. But despite associated costs, the industry is 
committed to sustainability, looking at its longer term, cost- and 

resource-saving benefits. Donald Gasper investigates

non-renewable resources, green hotels help 
in reducing the rate of waste production, 
pollution and environmental degradation. 
Green hotels emphasise factors like 
reducing, recycling and reusing solid waste; 
lowering the usage of harmful chemicals; 
saving energy and water, and improving  
the quality of air inside the hotel.

Green Hotels mean 
more Greenbacks 

The high costs of implementation of 
eco-friendly measures can sometimes be 
seen as a disincentive for green hotels. 
However, it must be noted that the high 
energy, water and electricity consumption 
rates of conventional infrastructure 

account for the bulk of natural resource 
consumption across the world. Moreover, 
hotel owners realise that energy efficient 
buildings will be rented or sold at higher 
rates than conventional infrastructure. 
Therefore, it can be argued in justification 
that implementing measures to make 
buildings eco-friendly can help reduce the 
burden on the environment in the long run, 
while benefiting the owner too.

Sustainably designed hotels seem at 
first to be a challenge to investors and 
owners, but the long-term payback on 
these investments is well worth it. A hotel 
designed sustainably will usually offer 
financial dividends for the hotel in a few 
years, will serve as an example of the owner’s 

Many owners 
and developers 

tend to 
baulk at the 

perceived cost 
of  constructing 

sustainably.
John Covello, LEED 

Sustainability 
Manager, Development 
Management Group 

commitment to saving the environment, 
and also contribute to the welfare of its staff 
and guests, as green hotels have a healthier 
internal environment.

John Covello, LEED sustainability 
manager at Development Management 
Group (DMG), says that many owners and 
developers tend to baulk at the perceived 
cost of constructing sustainably. DMG is a 
Construction and Development Manager 
headquartered in Phuket, Thailand, serving 
owners, developers, real estate investors 
and buyers in luxury resort and residential 
developments. It advises clients in Thailand, 
Cambodia, Myanmar and Singapore.

Accreditation in LEED, which 
stands for Leadership in Energy and 
Environmental Design – acknowledges 
technical competence in green building 
practices and principles.

“We are seeing more and more owners 
and building operators in Southeast Asia 
interested in sustainability simply because 
of the sound financial return provided by 
the savings in operating expense that come 
from a sustainable and green building,” says 

Covello’s colleague, David Arell.
The perceived extra costs are thought 

to be as high as 20 per cent extra above 
normal costs, Covello says, hence seeming 
prohibitive. Sustainable buildings, however, 
can usually be designed for less than 5 per 
cent above normal costs.

sustainable desiGn
A World Business Council for 

Sustainable Development study analysed 
146 certified green buildings and found    
an actual average marginal cost of less than 
2 per cent. Many sustainable measures are 
inexpensive. LED lighting for example 
is now priced competitively with more 
traditional incandescent and fluorescent 
lights, and lasts five to 10 times longer.  
 Many construction materials such as 
aerated concrete blocks and UPVC  window 
panels are not costly and can contribute 
to energy savings. Measures like these will 
lower operating costs over time. One Green 
Economy Post article cites LEED buildings 
as using 30 to 50 per cent less water and 
energy than those built under current codes.

Having a guidelines to sustainable 
design can be a great benefit for building 
a green hotel. There are many qualified 
architects and engineering firms that can 
lead the process for sustainable design. 
Owners can also choose a green certification 
system such as LEED, BREEAM, Green 
Mark or EDGE to provide a framework  
for sustainable design. 

These systems have the added benefit 
of the marketing value that shows the 
property has been certified by a respected 
independent third party. Many qualified 
consultants are available to help lead 
owners/developers through the  
certification process.

Going green results in more revenue for 
hotel operators. A Cornell University study 
showed hotel ADR to be on average US$20 
higher for LEED-certified hotels versus 
non-certified hotels.

Designing a green hotel or resort will 
have some upfront financial challenges but 
the long-term reduced operating costs and 
potential increased revenue make for a good 
return on these investments. 

www.asianhotelandcateringtimes.com www.asianhotelandcateringtimes.com
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 Market report

Sean Hunt, area vice president, Marriott 
International, Australia, New Zealand and the 
Pacific: Marriott International is on track to boast 
the largest portfolio of  upper upscale and luxury 
brands and properties across the Pacific  
region by 2020
Above: Fiji Marriott Resort Momi Bay
Facing Page: Sheraton Grand Mirage Resort, 
Port Douglas

Marriott International has 
aggressive expansion plans 
for the Asia Pacific region, 
and Australia and New 

Zealand are no exception.
“We are aiming to open 50 hotels in 

Australia, New Zealand, and the Pacific 
by the end of 2020,” says Sean Hunt, area 
vice president, Marriott International, 
Australia, New Zealand and the Pacific. 
“Marriott International is also on track to 
boast the largest portfolio of upper upscale 
and luxury brands and properties across the 
Pacific region by 2020, and we see ourselves 
playing a pivotal role in developing and 
expanding the region’s luxury offering.”

Marriott currently has a total of 36 
properties in Australia, with 17 already 
in operation and 19 more in the pipeline. 
Marriott has two properties under 
development in New Zealand, both slated 
to open by 2022. The first of the two – Four 
Points by Sheraton Auckland – will open in 
2018 and will be Marriott International’s 
debut property in New Zealand. The 19 
Marriott properties in the pipeline in 
Australia are all slated to open before 2023.

“We’re particularly excited to introduce 
new luxury and aspirational mid-scale 
brands to the Australian market, including 

Robust visitoR 
growth

Hotel groups are bullish on Australia and New Zealand as demand  
for quality soars, Michael Taylor writes

opened in 2002. As Melbourne’s only 
privately owned and operated five-star 
hotel, The Lyall has enjoyed a high ratio of 
international guests since it opened.

“Close to 50 per cent of our guests 
originate from the UK, Europe, the USA 
and Asian countries including China 
(mainly Hong Kong), Singapore and 
Thailand,” says the hotel’s owner, Rowina 
Thomas. “We attribute this international 
attraction to our individuality and 
quintessential Melbourne style. Melbourne 
is the culture and food capital of Australia 

in Australia opened on 4 December 2017, 
and Avani Metropolis Auckland Residences 
in New Zealand opened on 13 November 
2017. The 219-key Gold Coast property 
occupies a prime beachfront site on Surf 
Parade. The 370-key Auckland property 
is located within the Metropolis Building, 
overlooking Albert Park.

world’s most  
livable city

A member of the Preferred Hotels & 
Resorts group, The Lyall Hotel and Spa 

The Ritz-Carlton, Luxury Collection, W 
Hotels, Le Méridien, Aloft and Element,” 
Hunt says. “By 2023 we’ll have 12 of our 30 
brands represented across the country.”

Both the Australian and New Zealand 
tourism industries show enormous 
potential. According to Tourism Research 
Australia, inbound arrivals to Australia 
are expected to increase by 13.1 per cent 
between 2018 – 2019. New Zealand’s 
Ministry of Business, Innovation & 
Employment, meanwhile, expects an even 
more impressive increase of 17.2 per cent 
during the same period.

“There are also more visitors arriving 
from a wider range of international markets, 
thanks to the launch of new flight routes 
and additional services from Asia, the 
Middle East and South America,” Hunt 
says. “Both Australia and New Zealand are 
experiencing robust visitor growth, resulting 
in strong demand for quality and premium 
overnight accommodation and high 
occupancy rates.”

Other hotel groups are also bullish 
on the Asia Pacific. Thai-based Avani 
Hotels & Resorts, for example, entered the 
region last year, opening two properties, 
one each in Australia and New Zealand.
Avani Broadbeach Gold Coast Residences 

Our market is 80 per 
cent domestic guests 
with the remaining 
20 per cent coming 

from China and 
the US. The hotel 

performed extremely 
well last year, and 

we anticipate strong 
market performance 
for 2018 and beyond. 

André Jacques, 
director of  sales and marketing, 

The Langham, Melbourne

BARCELONA
April 16 -19

Gran Via Venue
www.alimentaria-bcn.com

Co-located 
event

International Food, Drinks & Food Service Exhibition

A unique 
Food, Drinks and 

Gastronomy 
Experience
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from which The Lyall captures its essence. 
Those visiting Melbourne for its food, 
fashion, art and design are more likely 
to gravitate to a hotel where they can be 
surrounded by like-minded people.   
In a city dominated by global chains,  
The Lyall provides an intimate,  
personalised alternative.”

If business in 2017 was good, 2018 is 
likely to be even better.

“We start the year with The Australian 
Open Tennis, quickly followed by the 
Virgin Australia Melbourne Fashion Festival 
and The Australian Grand Prix, which starts 
the world circuit,” Thomas says.

 “As Melbourne continues to gain 
recognition as ‘the’ Australian place to visit 
and The World’s Most Livable City, The 
Lyall is well positioned with its prestigious 
address and as Melbourne’s most Livable 
Hotel,” she adds.

The Langham, Melbourne, was 
launched as the Langham Hospitality 
Group’s first Australian property on 1 
January 2006. The 388-key hotel was 

previously known as the Sheraton Towers 
Southgate. The group has since added 
two more properties in the region: The 
Langham, Sydney, in Australia and the 
Cordis Auckland in New Zealand.

“Our market is made up of 80 per 
cent domestic guests with the remaining 
20 per cent coming from China and the 
US,” says André Jacques, Director of Sales 
and Marketing, The Langham, Melbourne. 
“The hotel performed extremely well last 
year, and we anticipate strong market 
performance for 2018 and beyond.”

Melbourne continues to be a magnet for 
tourists, corporates, special events, sporting 
events, festivals and major conferences.

While Airbnb and short stay apartments 
continue to disrupt the hospitality industry, 
The Langham, Melbourne, has cemented 
its reputation with what Jacques calls “a 
reputation for seamless, anticipatory service, 
which is unmatched”.

“The hotel is extremely proud of our 
personalised and authentic service for which 
we are renowned,” he says.  

Clockwise from above: 
The pool at Avani Broadbeach 
Gold Coast Residences  
in Australia; 
The lobby of  the Langham 
Melbourne;
The Library at The Lyall Hotel 
& Spa Melbourne;  Rowina 
Thomas, owner of  The Lyall  
Hotel and Spa, Melbourne

27-28 MARCH 2018
PAN PACIFIC SINGAPORE
27-28 MARCH 2018
PAN PACIFIC SINGAPORE

Spotlight on Southeast AsiaSpotlight on Southeast Asia

Immediately Following HICAP UPDATE 

28-29 MARCH 
2018

Produced by: In association with:

www.HICAPconference.com

PATRONS
JLL (Founder Patron)
Pan Pacific Hotels Group
YOTEL

JETSETTER Magazine
ST Media Group International
Travel Weekly Asia
TTG Asia Media
WIT

SUPPORTERS
HAMA AP
IFC
ISHC
ITP
PATA
As of 9 January 2018

PLATINUM SPONSORS
Berwin Leighton Paisner
Best Western  Hotels & Resorts
Capella Hotel Group
FSC Architects
Marriott International, Inc.
Wyndham Hotel Group

MEDIA SPONSORS
Asian Hotel + Catering Times
GlobalHotelNetwork.com
Hotel Analyst
Hotelier Indonesia

®

HICAP_AHCT AD 1 - FINAL 01-16-18.pdf   1   1/16/2018   1:23:12 PM



15AHCT February 2018 15

Hundreds of  metres of  private beach front are 
supplemented with three pools, including an infinity pool
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 Design

Nestled in one of the worlds 
most beautiful bays and set 
against a backdrop of jungle 
clad mountains, The Anam  

is Vietnam’s “first five-star colonial  
beach resort.”

The bay, Cam Ranh was once famous 
as the largest American military base 
in Vietnam, but today is better known 
as a pristine, high-end alternative to its 
neighbour Nha Trang. 

In 2002, local entrepreneur Pham 
Van Hien decided there was no better 
place to realise his vision for a first-class 
resort where “innovation and originality” 
are the watchwords for everything from 
architecture and design to service standard 
and amenities. The Anam opened last year 
as “a haven of serenity and service harking 
back to a bygone era.”

The Anam encourages guests to feel they 
have travelled back in time with a ‘no shoes, 
no news, no stress’ philosophy. 

“As our lives have become increasingly 
hectic, the team at The Anam invites 
travellers to get away from the stress of 

When vision and 
know-how combine

With a promise to deliver an experience of the old Indochine era in 
modern and luxurious facilities, Zara Horner discovers The Anam 

showcases Vietnam at its best
everyday life and immerse themselves in 
the resort’s littoral setting to truly ‘get away 
from it all’,” general manager Herbert 
Laubichler-Pichler explains. 

“When it comes to ‘no shoes’, The 
Anam boasts a stunning manicured lawn 
overlooking 300 metres of Long Beach, that 
feels great to walk on barefoot!” 

In addition to the hundreds of metres of 
absolute beach frontage the resort provides 
117 villas which range in size from 50 
sqm to 276 sqm. Each is designed to be 
“light and airy with hardwood finishes 
from sustainably cultivated forests, and 
customised encaustic mosaic floor tiles 
which create an atmosphere of old world 
elegance,” Laubichler-Pichler says.

The villas are supported by 96 rooms 
and suites housed in a five-floor hotel 
building. Every room has access to a garden 
or balcony and affords guests views of the 
ocean and surrounding landscape.

If guests prefer they can relax poolside at 
one of The Anam’s three unusual swimming 
pools, including an infinity pool, while 27 
of the villas have their own private pools. Modern-day luxury delivered in old world charm at The Anam, Vietnam

With a 10-treatment room spa offering 
a broad spectrum of indulgent treatments, 
and complementary sunrise yoga 
overlooking the sea, it’s easy to see how the 
‘no stress’ philosophy can also be applied.

hands-on approach
“In a nutshell, the design brief was for 

the resort to resemble a Vietnamese village 
of the 19th century,” Laubichler-Pichler 
says. “Artisans from founder, owner and 
chairman Pham Van Hien’s home province 
of Nam Dinh in Vietnam’s north created 
the wooden structures of the resort, workers 
from Hue created the unique tiles which 
are replicated from the French colonial era, 
the natural stones have been brought from 
the Thanh Hoa and Nghe An provinces and 
the cottage roofs were built by experts from 
Binh Thuan province.

“Unlike many resort developments 
where a design firm is appointed, Hien 
determined everything,” Laubichler-
Pichler continues. “From the style of the 
architecture to selecting tiles and liaising 
with local construction companies.”

www.asianhotelandcateringtimes.comwww.asianhotelandcateringtimes.com
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Old world elegance 
meets Asian aesthetics 
and prerogatives in a 

captivating fusion 
Herbert Laubichler-Pichler,  
general manager, The Anam

An industry veteran himself, Laubichler-
Pichler was quickly appointed as the resort’s 
general manager for, as Hien explains it, 
his “unrivalled track record… incredibly 
rich and diversified experience… [and] 
unbridled energy and enthusiasm for 
showcasing this special part of Vietnam to 
the world in a whole new way.”

Even the colour palettes are designed 
to achieve this by being reminiscent of 
the bygone Indochine era. “Throughout 
the resort, old world elegance meets Asian 
aesthetics and prerogatives in a captivating 
fusion of East and West,” Laubichler-Pichler 
says. “Local artisans designed floor tiles that 
reference colonial French floors. Forests 
cultivated for sustainable harvests supplied 
the hardwood. Vietnamese artworks hang 

adjustment once construction kicked off.”
The grounds have also been designed to help keep guest 

traffic to a minimum.  “Vast expanses between buildings 
enhance the feeling of privacy and ‘getting away from it all’,” 
Laubichler-Pichler explains.

With three restaurants, two bars, a 3-D movie theatre – a 
first for a hotel in Vietnam – ballroom, conference facilities, 
gym, yoga room and deck, water sports centre, tennis court, 
putting green, kids club and three swimming pools, The Anam 
is a member of Worldhotels’ ‘World Luxury’ programme. 

Floor tiling was specially commissioned

Some villas have pools, while all rooms 
afford views of  the stunning vista

Fittings, fixtures, textures and colour palettes were all designed to hark back to a bygone era of  quietly 
stated sophistication and luxury

and natural setting – a place which averages 
more than 300 sunny days per year – and 
landscaping of outdoor areas are a stand-
out, conforming as they do to the natural 
tropical surroundings that gently slope 
towards the South China Sea.

“The resort and expanse of manicured 
lawns is shaded by 3,000 palm trees,” 
Laubichler-Pichler points out, “and guests 
continually praise how lush the property 
looks, so much so some have even said the 
vegetation looks too well established for a 
new resort!

“The palm trees are a local variety 
and were chosen so that they not only 
survived but thrived in familiar conditions 
– transported palm trees often wilt and 
die. Landscaping encompassing the 
implementation of local palm trees and 
other tropical plants including pink 
and white frangipani, hibiscus and 
bougainvillea, involved meticulous planning 
very early in the resort development as this 
ensured the plants’ locations did not require 

from the walls and perch on plinths to open 
doors on the country’s culture.” 

This last is supplemented by the novel 
idea of taking guests into the homes and 
galleries of talented local artists to provide 
insider knowledge of the destination. 

As well as providing a feast for the eyes, 
every week mothers of local staff members 
arrive and cook their favourite Vietnamese 
specialties for guests. Recently the 
‘Restaurant Hopping’ night was introduced 
whereby guests are encouraged to sample 
the resort’s three restaurants and two bars in  
one evening. 

standing out
As well as these interesting initiatives 

and its design ethos, The Anam’s location 

Manicured lawns and indigenous 
flora make for lush surroundings

www.asianhotelandcateringtimes.comwww.asianhotelandcateringtimes.com
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 Technology

ConneCted 
ExpEriEncEs

In-room technology with all its advanced features is all set to take the 
hotel experience into the next century. But, asks Donald Gasper, how 

many of these features are seen by guests as essential

 The next important ‘feature’ when it 
comes to in-room technology is the ability 
to connect guests’ access to media via the 
in-room television. There are various ways 
to accomplish this, all with some pro and  
cons but the important thing is what  
is accomplished.
 He adds, “And yes, of course mobile in 
all possible flavours will play an increasingly 
important role – be it mobile check-in/
check-out, keyless entry, the ability to 
promote and book spa treatments, connect 
guests with the hotel (and the various 
departments within) and finally to control 
room ‘settings’”. The benefit here is the 
option to individualise the experience (in 
order to increase loyalty) and the bigger 
chains are already leading the way in this 
field. However, the more the infrastructure 
(like heating, cooling, lights) is concerned, 
the more it will be a thing for new builds 
rather than for existing properties.
 “Personally I am a huge fan of 
technology and therefore (among others) 
also of various systems for room control 
or voice-based assistants,” says Krobath.  High-speed Wi-Fi and flat-

screen TVs no longer excite 
guests. They are expected as 
a norm. Today it’s all about 

integrated entertainment centres, tablet-
controlled lighting systems, motion sensors 
that control heating levels – there’s a whole 
new wave of advanced features making  
their way into the world’s most modern 
hotel rooms. 
 What we can see is a big – and still 
widening - gap between what is to be 
seen at trade fairs, press releases of various 
vendors (including some start ups), 
announcements from the big chains on  
the one hand and on the other hand the 
reality in the majority of hotels which still 
struggle with basics.
 “High-speed Wi-Fi for example 
might no longer excite guests but it is still 
something which is not taken care of in 
a way it should be – given its importance 
for guest satisfaction,” says Dr. Andreas 
Krobath, managing director of Austrian 
firm Absolute Future IT and Marketing 
GmbH and a member of the advisory 
board of at-visions GmbH, a strongly 
expanding provider of in-room technology. 
No enterprise grade hardware for APs and 
Switches, no heat map before and after 
the installation to figure out dead spots of 
coverage, no design for enough capacity in 
high-density areas, no integration in loyalty 
programmes for easy sign on, no use of the 
splash page – all basics which are very  
rarely fulfilled.

Herbert Laubichler-Pichler, general manager 
The Anam resort in Vietnam’s Nha Tran stresses 
that not everyone is as tech savvy and striking a 
balance is important

such a thing.”
 “Advanced features may sound 
impressive in theory but in reality, for 
many guests who don’t know how to use 
this technology, they can be incredibly 
confusing and irritating,” explains Herbert 
Laubichler-Pichler, general manager of 
The Anam resort in Vietnam’s Nha Tran, 
which celebrated its grand opening last 
year. “Guests go on holiday to relax and 
enjoy themselves, not to get stressed out 
because they can’t figure out how to use 
the air-conditioning or watch a movie. 
It’s time consuming for the guests and 
time consuming for the staff trying to 
help them figure it all out, not to mention 
the inconvenience for everyone when the 
technology fails.”
 “We need to be careful and, to be blunt, 
not let the tech freaks take over but rather 
go back to our roots and talk to the guests. 
Not everyone is as tech savvy as those who 
create and push for the implementation 
of advanced features and sophisticated 
inventory systems. There needs to  
be balance.”

 “However, I doubt if we will see wide 
adoption already during the next 2-3 years. 
The combination of teething problems, 
technological complexity and budget 
restrictions could only be outweighed by 
a huge guest demand – and changing the 
lights via tablet is just not a thing which 
makes guests chose one hotel over the other. 
Good, stable, fast, easy to use Wi-Fi is  

“Textura” & “Chiller-Base”

“Spike”
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 Technology

 “It does depend on your clientele – are 
you a city hotel for executives in their mid-
30s or a beachfront resort for all ages? In 
my opinion, a hotel should be a little bit 
like your own house in the sense ‘would you 
have this technology in your house?’ Yes, 
some do live with advanced features but 
how many? Not many. While the younger, 
tech-savvy generations are often better at 
figuring out how to use these advanced 
features, many of us in our 50s, 60s and 70s 
wouldn’t have a clue, even after the  
staff have explained it to us.”
 “I’ve heard of hotels having to scale  
back technology because they’ve received 
too many complaints from guests. We’ve 
still got a long way to go before many  
guests feel comfortable with these  
advanced features.” 

To book your Booth, contact Ms Rina at 
rina@ambtarsus.com or Ms Chanda at 
kim@ambtarsus.com Organised by :

LAOS’ NO.1 INTERNATIONAL
FOOD & DRINKS INDUSTRY
EXHIBITION AND CONFERENCE

www.ambtarsus.com

7-9 JUNE 2018
CONVENTION HALL, DON CHAN PALACE, VIENTIANE, LAOS

OPEN FOR BOOKING!

Ask Angie 
World’s first proprietary  

voice-activated guestroom assistant
 Angie Hospitality is the world’s first proprietary voice-activated guestroom 
assistant, secure Wi-Fi access point and integrated room control device. 
Awarded the 2017 TechOvation Award by HTNG during HT-NEXT in 
Orlando, Florida, it will be available in Spring this year. This technology 
platform is designed to take the hotel guest experience to the next level, while 
enhancing operational efficiency and revenue.
 “With the development of this disruptive technology, we sought to address 
vital needs for both hoteliers and their guests with an affordable solution 
that is capable of not only fulfilling those needs, but surpassing them in 
order to provide a truly memorable stay experience,” says Ted Helvey, CEO 
and founder of Angie Hospitality. “We envisioned the ideal hotel, and asked 
ourselves what this hotel would be able to do for guests and staff alike. Angie 
is our answer to the industry’s growing need for the seamless and affordable 
integration of technology and guest service.”
 A multilingual voice interface, it responds to both guest and staff requests, 
and is supposed to act as a single source for virtually any guest need. With 
Angie, a simple voice command provides guests with the ability to order room 
service, transportation, make reservations or learn more details about the hotel 
or surrounding area. Using only their voice or Angie’s touchscreen display, 
if preferred, guests can also make phone calls, play music, set an alarm and 
can even make use of a convenient night light that changes colour based on 
user preference. Guests can also access news, weather reports, personal flight 
information, and more. 
 Angie also creates a private guestroom Wi-Fi network and offers voice 
control over guestroom amenities such as lights, thermostat, television and 
drapes. It also has the ability to store and automatically recall guest preferences 
such as lighting, temperature, alarm and television settings, as well as Wi-
Fi passwords, each time they check into a hotel. For hotel chains, such data 
can be securely shared across their range of properties, providing guests with 
instant and customised convenience, no matter where in the world they visit. 
 With the use of occupancy sensors, Angie also offers enhancements to 
operational efficiency by resetting temperature and lighting controls to preset 
levels when guestrooms are unoccupied. Its revenue enhancing abilities include 
sending customised promotions and informing guests of available amenities 
such as spa services or dining options, and even taking reservations.

– Text: Nat Sirapha

Mobile in all possible 
flavours will play 
an increasingly 

important role – be 
it mobile check-in, 
check-out, keyless 
entry, the ability to 
promote and book 

spa treatments, 
connect guests with 
the hotel and the 

various departments 
within, and finally 
to control room 

‘settings’
Dr. Andreas Krobath, 

managing director,  
Absolute Future IT and 

Marketing GmbH
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 Drink

Opening a bottle of Champagne 
on Valentine’s Day has been a 
ritual for couples around the 
world for generations. 

However, recent years have seen 
Champagne’s stranglehold on the romantic 
toast market significantly weakened. Hotels 
are running plenty of Champagne and 
roses promotions as usual this year – but a 
significant number are opting instead for 
non-champenois sparkling wine.

In Asia Pacific this is particularly true 
of markets such as Australia, New Zealand, 
and California, which are legitimately 
proud of their own local fizz. Even China 
now makes some of its own bubbles. But 
sparkling wines from the Old World have 
also been gaining traction.

In the 2017 study on the global wine 

AlternAtive 
stars

Valentine’s has always been about Champagne but Asia is discovering 
alternatives that are growing the sparkling wine segment. 

Robin Lynam tastes the bubbles

market conducted by the IWSR for wine 
fair organiser Vinexpo it was forecast 
that sales of sparkling wines, including 
champagne, would grow by 8.6 per cent to  
240.4 million litre cases by 2020; up from 
221.3 million in 2016.  

Prosecco tales
The survey asserted that Prosecco sales 

would increase by over 36 per cent over the 
next five years from 25.2 million cases to 
34.4 million cases, or a 9.2 per cent share of 
the global sparkling wine market. It forecast 
growth of only 1 per cent for Champagne, 
zero growth for Spanish Cava, and a 5.7 per 
cent drop in sales for Italian Asti. A 2.2 per 
cent gain in market share for other sparkling 
wines such as German and Austrian Sekt, 
French Cremant and English sparkling 

wine, all grouped together, was predicted. 
 “Prosecco is a brand,” said Vinexpo 

CEO Guillaume Deglise. “People now 
order it by name, and it is seen as an 
everyday luxury.”

Will lovers around Asia order it on 
February 14 though?  

“Valentine’s Day may not simply bring 
more Champagne business, but also for our 
two sparkling Moscatos from Italy – Bottega 
Moscato and  Bottega Manzoni Moscato 
Rosé,” says Gerard Leung, brand manager 
of Telford International Company Ltd’s 
Wine & Spirits Division in Hong Kong.

According to Leung, Telford’s Italian 
sparkling wines across the board are 
enjoying double digit growth, and the 
company is doing particularly well with 
Prosecco from Bottega, which has created 

Not a cheap ‘Champagne look-alike; 
Blanquette de Limoux, the world’s first 

sparkling wine, dates as far back as 1531, 
some 137 years before Dom Pérignon 

took credit for the discovery. 
Photo: Fin Wine

Sandro Bottega, a 
member of  the owning 

family and a frequent 
visitor to Asia. Bottega 

Prosecco ranks No. 3 in 
the global Travel Retail 

market. Bottega Gold is a 
Prosecco Doc Spumante 

Brut sparkling wine from 
glera grapes
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“Some of my most popular sparkling wines are English 
brut and brut rosé sparkling wines from Jenkyn Place Vineyard 
that have won against Champagnes in a blind tasting by 
connoisseurs; Rose Reserve Sekt from Fred Loimer, Riesling 
Sekt from Ansgar Clüsserath in the Mosel, and the world’s first 
sparkling wine and the most authentic of all – Blanquette de 
Limoux,” she says.

Hong Kong importer Chatte, which specialises in French 
products, imports Champagnes, but also Giersberger Cremant 
d’Alsace. General manager Charline Chatté reports interest in 
that as a food wine among the group’s gourmet customers. 

“Overall, Champagne is still very much synonymous with 
Valentine’s Day and is an important element for fine dining 
establishments or those who would like to impress their loved 
ones,” says Wisootsat.  

“However, the places that would be able to drive reputation 
and sales of other sparkling wines would be restaurants with 
a sommelier, or restaurants with degustation menus, as the 
guests would be more open-minded and willing to try the 
recommendations of the professionals, adds Wisootsat.” 

We see a bright 
future for a shift in 
the Thai market 
as there is a new 

wave of  wine 
enthusiasts who 
[have] learnt to 

appreciate lesser-
known sparkling 

wines for their own 
character  

and qualities 
Benjawan Wisootsat, 

Director Fin Wine

sales has been dramatic, but says that SYBA 
is doing particularly well with its Moscato 
wines from the Santero Italian sparkling 
wine portfolio. 

“The reasonable price of Prosecco and 
Moscato have helped their cause among 
young adults,” she says. “As the economy 
has fluctuated it has become more widely 
acceptable to celebrate with the cheaper 
alternatives that are so readily available  
to us.”

Yu says though that people who initially 
try Prosecco for cost reasons often end up 
appreciating the wines for their character.  
Moscato wines, she believes, are gaining 
ground because of their suitability as a 
match for Asian food. 

“If I had to choose just one wine 
for pairing with Szechuan, Thai and 
Vietnamese cuisine, I would pick a Moscato 
wine. It handles spicy foods perfectly 
since alcohol levels tend to be low and the 
sweetness tends to be high. Moscato loves 
aromatic spices like ginger, cinnamon, 
cardamom and chili peppers. Wines like 
Moscato pair well with lighter meats like 
chicken and light flaky fish, but can stand 
up to BBQ Pork just as well as an ice cold 
coke,” she says. 

changing times
In Thailand, according to Benjawan 

Wisootsat, director of  importer Fin 
Wine, other sparkling wines still tend 
to be regarded as cheap alternatives to 
champagne, but she is confident that  
will change. 

“We see a bright future for a shift in 
the Thai market as there is a new wave of 
wine enthusiasts who either had primary 
wine education or gained interest in wines 

from less famous regions, branching out 
to experience other styles of sparkling 
wines. These enthusiasts are open-minded 
individuals who learn to appreciate these 
lesser-known sparkling wines for their own 
character and qualities,” she says. 

Fin’s sparkling wine portfolio includes 
Champagne, but also other sparkling wines 
from France, and from Italy, Germany, 
Austria and the United Kingdom. Some    
of those wines, Wisootsat says, are not    
only of high quality but are not cheaper 
than many of the Champagnes with which 
they compete. 

a strong profile for itself in Asia through 
the tireless promotional work of Sandro 
Bottega, a member of the owning family 
and a frequent visitor to the region. 

Though, Leung says, there is more 
interest in higher end Prosecco among 
trade customers than consumers buying the 
wines at retail. Telford’s sparkling portfolio 
includes 11 non champagne sparkling wines 
– including a handful from France and 
Australia – but more than half are Italian. 
He has no plans to add Cava to the list.

“Italian sparkling stands at 17 per cent 
vs Spanish at 4 per cent among all sparkling 
wines imported to Hong Kong in January 
to October  2017, according to the Hong 
Kong Government’s import statistics,”  
he says.

Yvonne Yu, Marketing Director of 
SYBA China Ltd., which, like Telford, 
distributes wines in Hong Kong, Macau and 
China, agrees that the growth in Prosecco 

Sparkling wines from 
Britain are gaining traction 
like this delightful brut 
rosé from Jenkyn Place in 
Hampshire, England.
Photo: Fin Wine

Bubbly from Markus Schneider vineyard in Ellerstadt 
Germany. A  lively pinot noir-chardonnay blend with fine 
bubbles and notes of  pear, quince and citrus. Photo: Fin Wine

An extra-dry sparkling Riesling 
Sekt Engel from Württemberg, 
Germany. Photo: Fin Wine

www.bridordefrance.com
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 Food

People have been captivated by the rich taste of 
chocolate for at least 4,000 years. The earliest 
evidence of a chocolate product dates to 1900BCE, 
when the Mokaya people of Mexico and Guatemala 

drank chocolate as a beverage. Four millennia later, we’re still 
enamoured. But while we associate chocolate more with western 
eating habits, it’s now the East that’s driving global demand for 
the sweet confectionery.
 Asian demand for chocolate will climb three per cent to four 
per cent annually in coming years, predict industry insiders, 
outstripping the demand for the confectionery in the west. 
 China and India are at the forefront, with India’s annual 
growth in chocolate and cocoa consumption over the next five 
years expected to reach 15 per cent, according to Bloomberg. 
Demand in China has been flat in the last few years, but it may 
rebound to 3 per cent in the future.
 “Across Asia more generally, the data that we receive from 
leading market intelligence firms show that developed markets 
in Asia, though small in population, represent a high chocolate 
per capita consumption, particularly Australia and New 
Zealand; Japan, Singapore, and South Korea follow suit,” says 
Rohit Grover, vice president and general manager Greater China 
at the Hershey Company. 
 “At Hershey, we’re seeing growing demand for chocolate 
in emerging economies in Asia, especially in China and India. 
China is now among the top three overseas markets  
for Hershey.”

Gourmet bites
 The demand in Asia is particularly strong for luxury 
chocolate.
 “The trend started more than 10 years ago in Asia, with all 
the well-known brands starting to set up boutiques all over Asia. 
That was the moment when the idea of ‘artisanal chocolate’ 
came into the picture,” says Geraldine Chan, brand manager 
Asia-Pacific for Valrhona. 
 Since then, Asia’s love for luxury artisanal chocolate has 
continued to grow. 
 Chocolate companies thank a younger generation of 
consumers with buying power for Asia’s increasing appetite for 

A love story
East is driving the global demand for chocolate with China  

and India at the forefront, discovers Victoria Burrows

There are few things sweeter in life than chocolate, one of  the most  
popular flavours in the world and increasingly Asia’s. Photo: Valrohna

Valrhona’s B2B product range
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“At Hershey, 
we’re seeing 

growing demand 
for chocolate 
in emerging 
economies in 

Asia, especially 
in China and 

India. China is 
now among the 

top three overseas 
markets for 
Hershey” 

Rohit Grover, vice 
president and general 

manager Greater China, 
Hershey Company

luxury and premium chocolate. Chocolate 
is no longer just an indulgence reserved for 
celebrations and special occasions, it has 
become a snack. 
 “China’s growing economy is not only 
pushing up consumption power, but is also 
building up more dynamic and fragmented 
consumption occasions for chocolate, which 
empowers business development across 
multiple channels including hotels, on-
premise and e-commerce,” says Grover.
 “To give you an idea of the potential 
of the China market in particular, in 2016 
chocolate consumption per capita was 
0.166kg, much lower than the 8.61kg 
per capita in the United Kingdom, the 
world’s number one chocolate consumer 
market, according to data from Mintel. 
With the rise of the middle class and 
evolving consumer tastes, the China market 
is undergoing segmentation, with an 
increasing appetite for premium chocolate 
brands. At the same time, online retail is 
also driving demand for chocolate overall. 
In 2016, China’s chocolate e-commerce 
sales rose by 27.3 per cent, with more 
than 2.5 million urban families joining 
the online purchasing force, an increase 

DESIGNED BY NATURE.
 The combination of carefully selected lemon, 

orange and olive extracts from controlled 
organic cultivation.
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of 400,000 compared with the year prior, 
according to data from Kantar Worldpanel.”

China FoCus
 Against this backdrop, the Hershey 
Company has been focused on their online 
retailing and have designed chocolate 
products specifically for Chinese consumers. 
These products combine new flavours with 
innovative packaging and creative marketing 
and aim to appeal to millennial and  
Gen-Z consumers. 
 On Chinese Valentine’s Day this year, 
for example, Hershey created a special 
heart-shaped chocolate box that included 
a device to allow consumers to record a 
message to their loved ones. The marketing 
campaign included engaging students 
at Tsinghua University, one of the top 
universities in China. 
 They also launched a VR technology 
pack, new Hello Kitty packaging, and 
e-wedding cards. These marketing 
innovations “contributed to tremendous 
sales success” on Hershey’s flagship stores 
on Tmall and JD.com, the two largest 
online sales platforms in China, according 
to Grover. 

 A major global trend that no chocolate 
manufacturer could ignore is a growing 
awareness of health issues associated with a diet 
high in sugar and fat. 

healthy sells
 “The future of chocolate in Asia is definitely 
promising and the strong demand will last for 
years to come,” says Chan. “Nevertheless, there 
will be a strong demand for chocolate that is 
sugar free, vegan, and so on because the trend 
to eat healthily is growing. People want to eat 
chocolate without feeling guilty about it.”
 Health concerns are creating an opportunity 
for dark chocolate products, according Grover. 
 “With dark chocolate’s proven health 
benefits for the heart and muscles, we’re also 
seeing dark chocolate as a driving force for 
growth in the China market. This health trend 
is also visible across Asia. Consumers in Asia are 
more concerned about low salt, low sugar, low 
fat, and low calories these days.”
 Hershey last year announced that by 2022, 
they would be making 50 per cent of their total 
portfolio of individually wrapped standard- 
and king-size confectionery products with 200 
calories or less. 

Photo: Supachat Vetchamaleenont
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Siam Feathers outfits this bed at 137 Pillars Suites & Residences Bangkok in bespoke comfort

By their nature, hotel guests are 
hard to please. Pity the designer 
who must figure out how to 
include all the comforts of 

home, yet provide the increasingly special 
luxury hotel touches that guests have come 
to expect in upscale properties. Beds are 
challenging as leisure and business travellers 
alike spend the greater part of their hotel 
time sleeping. They want the best of all 
worlds – ultra-comfortable and sleep 
inducing, elegant and more luxurious than 
at home, yet looking clean and hygienic.  
Hotels must keep pace with their peers 
yet stand out from them. In the era of 
sleek minimalism, the bed has increasingly 
become the focus of visual attention in 
room design.

And so to Bed
Hotel guests are demanding when it comes to 

their bed – they want it to be ultra-comfortable, 
sleep inducing, luxurious and hygienic. 

Jane Ram on how hoteliers and suppliers meet the demand
The idea of a hotel being a home away 

from home can be misleading when it 
comes to the bed, points out Amos Leung, 
chief instructor of Hong Kong’s Hotel       
and Tourism Institute. “Hotel guests may 
prefer a bed different from the one at home 
as during a relaxing holiday one may desire 
a more comfy and soft bed. Also, the way 
you prepare the bed at home and how it 
is done in a hotel might not be the same,”    
he points out. 

“Hoteliers look for durability and 
easy maintenance combined with easy 
laundering and making,” Leung says. “From 
the service point of view, we should treat 
bed and bedding as a personal preference 
and hoteliers should provide what guests 
expect. For instance, some hotels will 

provide pillow menus for guests. Bed and 
bedding should be more than trendy: they 
should be regarded as a service.” 

Signature BedS
The past two decades have seen the rise 

and rise of the hotel brand signature bed 
and bedding. Sofitel were among the first 
with MyBed, Westin have their Heavenly 
Bed and so it goes on. Hotels have long 
since run out of catchy names and these 
days the latecomers often use their brand 
name as the name of their special sleep-
inducing attraction. 

The newest trend is to enable guests 
to customise their bed ahead of arrival, 
specifying their choice of mattress toppers 
and other features. This marketing tool 

seems to work as many regular travellers say 
they do tend to choose their hotel according 
to the bed. Most hotel groups now operate 
a profitable sideline in selling their bedding 
and beds online for home delivery.   

It’s increasingly difficult for the best 
hotels to come up with unique selling 
points, although companies like Siam 
Feathers do their best to help in this respect. 
The company that has emphasised high 
quality since it was founded has a product 
range that includes bespoke pillows, duvets, 
mattress toppers, and bed linen.

These days they design product 
ranges that are unique to each hotel to 
complement the style and feel of the 
property, something that is particularly 
important for boutique hotels. Says 
managing director Samantha Hyland,     
“We note the current trend for hotels to 
ensure that their amenities are of the highest 
quality. This includes new policies such as 
specifying a 5-year lifespan for pillows and 
established standards such as providing two 
soft and two firm pillows for every bed. The 
widespread adoption of pillow menus is the 
latest development for hotels to ensure a 
personalised experience for guests.”

good night’S Sleep
Giving the world a good night’s sleep 

is the guiding mantra for Hilding Anders 
Group, a Swedish-based global hotel bed 
manufacturer. “We have set up a “Good 
Night’s Sleeplab” test centre for mattresses 
and bed systems with the collaboration of 
AEH (Centre for Occupational Medicine, 
Ergonomics and Hygiene),” says Kohlson 
Ong, the company’s business development 
manager in Asia. 

The independent Swiss centre, based in 
Zurich, was constructed at a cost of US$1.7 
million to work with Hilding Anders to 
define parameters for test standards covering 
ergonomics, bed hygiene and bed climate 
durability. AEH is also responsible for 
auditing and certifying all test results. Each 
bed is issued a sleep-comfort certificate. 
Announcing plans for the lab in 2014, 
Alex Myers, president and chief executive 
officer of Hilding Anders had stated, 
“Requirements for the purchase of a 
mattress or bed differ around the world and 
also individually, so test methods must be 
tailored much closer to end-consumer needs 
than the industry does it today. Hence, as 
there was no suitable test... in response to 
these consumer needs, we decided to invest 
in our own facilities.”

“Sleeplab allows us to investigate the 

properties of new materials and fabrics 
more efficiently and effectively,” says Ong. 
“We are able to implement the findings 
directly into development of new and 
more innovative products. Hotel operators 
are able to use AEH certification as an 
additional unique selling point.” 

neW trendS
New trends promise some relief from 

the prevailing all-white bedding. It is easily 
maintained and screams cleanliness, but 
given the dominant position of the bed in 
a hotel room, it often looks sterile and dull. 
Hence the arrival of what is sometimes 
called the bed scarf, an extra strip of 
material that adds a note of colour or even 
a dramatic accent to the all-white bed. The 
latest development is to have this feature 
incorporated in the design of the duvet 
cover, an innovation that has a number of 
advantages as it is less likely to be taken 
home as a souvenir and it is more easily 
kept in place. It also buffers the pristine 
white cover from suitcase marks made when 
guests pack and unpack on the bed. 

Memory foam pillows sell well for 
home use, but are unlikely to be introduced 
in hotels any time soon, unless someone 

“We note the current trend for hotels 
to ensure that their amenities are of  the 

highest quality. This includes new policies 
such as specifying a 5-year lifespan for 

pillows and established standards such as 
providing two soft and two firm pillows 

for every bed.” 
Samantha Hyland, managing director Siam Feathers

comes up with a filling that can withstand 
laundering hundreds of times a year. 
Headboards are the latest focus of attention 
as they can subtly or directly complement 
artwork on the walls to brighten up  
the room.   

Some innovations might be invisible 
to the guest but important for hotel 
employees. “From the training angle we 
stress how to protect the person making the 
bed,” says Leung. “Bed making is usually 
the most difficult part of making up a room 
and housekeepers can easily injure their 
backs. Technology can help: an electric bed 
lifting system has already been adopted  
by some Hong Kong five-star  
international hotels.”

Hong Kong’s newest boutique hotel, 
The Murray, has raised the bar with a pillow 
menu offering 16 options reveals Dean 
Dimitriou, hotel manager of The Murray, 
Hong Kong, “This includes a Japanese tea 
leaf pillow to aid the immune system and 
relieve tension; snore-no-more pillow that 
provides extra support for the head and 
neck; and a magnetic pillow embedded with 
28 magnets to stimulate blood circulation 
to the head and upper torso.” Let’s see who 
can top that list! 

Regular travellers tend to choose 
their hotel according to the bed; 

The Murray Hong Kong is taking 
no chances with its offering
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TURNING UP 
THE HEAT

 Multi-purpose combi ovens are becoming 
indispensable in a restaurant kitchen,  

Vicki Williams spoke to suppliers  
and chefs to learn more

Restaurant kitchens are expected to plate 
perfection every single time... more and more 
chefs are turning to the combi oven to ensure this

Combi ovens are in some ways a 
chef ’s best friend in the kitchen. 
Without these multi-purpose 
ovens catering to large groups 

or providing consistently cooked and hot 
food in busy restaurants would be next  
to impossible. 

“Basically these ovens, which are 
sophisticated and multifunctional, have 
everything a chef needs. They can be 
programmed according to the service 
pick up time as well as cooking at low 
temperatures overnight. They are very 
helpful to maintain cooking temperature 
and regenerate food during high volume 
catering. For example, this equipment is 

crucial in our ability to serve the 
meat at the same temperature 

for all the guests during high 
volume events. In one word 

these ovens help us to 
achieve, perfection,” says 
Four Seasons Hotel Hong 
Kong’s executive chef, 
Andrea Accordi.

Accordi says that 
most of the ovens at the 

prestigious hotel are combi ovens, and he 
expects each oven to last at least ten years. 

Shamsul Rizal Bin Johari, executive 
chef, Dorsett Putrajaya, Malaysia agrees 
with Accordi regarding the benefits of 
these ovens. Additionally he adds, “They 
are also easy to clean and maintain and 
are user friendly.” The property currently 
has three ovens of varying sizes, which the 
chef expects to last between 7-10 years, 
depending on usage and maintenance. 

When it comes time for purchasing a 
new oven Johari says that the three most 
important criteria for choice are: established 
supplier, ease of availability of spare parts, 
and a local company that can provide 
maintenance when required. “The current 
ovens we use are perfect and I can’t think of 
any way in which they could be improved.”

PrEcision & conTrol
Executive chef, Fazi bin Ramli, Silka 

Maytower Kuala Lumpur, believes the ovens 
have many advantages beyond combination 
cooking. “These ovens offer precision 
and consistency which enables even 
inexperienced staff to achieve good cooking 

Unox’s ChefTop Mind.Maps guarantees 
a higher return on investment saving 
labour, time and energy
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“The result  [in ChefTop Mind.
Maps] is repeatable, predictable 
and consistent all day long. 
They also ensure better energy 
efficiency, which minimises energy 

consumption by adapting the power 
absorption to the food load. 
Nicola Michelon, CEO, Unox
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In terms of the latest technology Wall 
says, “Now we have introduced the Let’s 
Cook Cloud Solution – a complimentary 
feature to our Android-powered combi 
ovens. Just like with the SmartTouch® 
interface, HounÖ combines technology and 
user-friendliness in the cloud solution.” The 
cloud solution, which is scalable, connects 
to the internet, with sensors in the oven 
sending data to a secure cloud. 

He adds, “This allows for a real-time 
overview of your oven fleet; it lets you 
access and monitor your oven’s anytime, 
anywhere, and on any device. It also 
enables easy recipe distribution, proactive 
maintenance and optimised procedures 
through consumption data as well as 
HACCP overview for food safety.” 

This feature has already won three 
international awards/nominations, in 
terms of innovation, best new hospitality 
equipment, and smart technology.

Mind MAPs
Unox has also introduced a smart 

range. Explains Michelon, “With the 
latest advancement in Unox intelligent 
performance, cheftop mind maps the 
combi oven automatically and adjust 
the set programme to the actual food 
load and temperature. This means that 

the result is repeatable, predictable and 
consistent all day long. It also ensures 
better energy efficiency, which minimises 
energy consumption by adapting the power 
absorption to the food load.” These ovens 
also have DataDrivenCooking Technology, 
allowing the user to access all oven data via 
computer or smartphone. “This information 
is useful to continuously improve the 
kitchen operation and make it more 
profitable and easy to manage.” 

This is part of the reason that the 
company’s ChefTop Mind.Maps PLUS 10 
tray and the ChefTop Mind.Maps Compact 
5 GN1/1 are hot sellers currently.

In terms of best sellers in Asia, Wall 
says, “These are the CombiSlim CPE 1.06 
and Visual Cooking CPE 1.10  
(gas version).”

Given that these latest ovens not only 
deliver perfect cooking every time, in 
addition to being the best way to cater to 
high volumes, they can also save up to 60 
per cent energy while using up to 80 per 
cent less oil. It is no wonder that they  
are the preferred oven type for  
professional kitchens.

Michelon adds, “We guarantee the 
higher return on investment, saving time, 
energy and making the kitchen less labour 
dependent. Despite the potential higher 
price for a combi oven, it is the best 
investment in the long run, which more and 
more chefs, restaurants and hotel owners 
and managers are now understanding.” 

Hounö was the first to introduce Android 
technology in the food service industry six 
years ago: touch model with stand, roll-in 
touch model closed door, CombiSlim II CPE 
23.06 Hounö

Four Seasons Hotel Hong Kong’s executive 
chef  Andrea Accordi believes most ovens at 
prestigious hotel are combi ovens, and he expects 
each oven to last at least ten years

results without constant monitoring, 
thereby contributing to efficiency in  
kitchen operations.”

Ramil adds, “ The three main priorities 
when purchasing a new oven are: quality, 
durability and the brand/manufacturer’s 
track record.”

When it comes to differences in 
purchase priorities from the suppliers side, 
business development manager, Robert 
Wall, HounÖ’s representative in Asia and 
Oceania says, “In our experience, the only 
difference between Asian-based clients 
and non-Asia-based clients is that Asia-
based clients are very price-conscious.” The 
company is an experienced leader in this 
field, being the first to introduce android 
technology in the food service industry six 
years ago. 

For  Nicola Michelon, CEO, Unox, 
the key definer of Asian based customers is 
strong after sales support. “That is why we 
have Unox people in every country in Asia, 
to provide exceptional support to  
our customers.”
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waldorf astoria & Vera wang 
afternoon Tea
 Waldorf Astoria Beijing and Vera Wang are collaborating for a luxury 
wedding experience for Chinese brides in Beijing with a Katherine dress 
themed afternoon tea set available until March 11, 2018 at Waldorf Astoria 
Beijing’s Peacock Alley. With a distinctive red theme, the set includes iconic 
dishes such as classic cranberry scones with strawberry jam and clotted 
cream, beetroot crêpes with succulent roasted Beijing duck and crispy spring 
roll skin with red caviar, mayonnaise and strawberry. The desserts on offer 
also take inspiration from Vera Wang’s Katherine dress: classic red velvet cake 
including lipstick NY red velvet cake, mini raspberry macaroons, raspberry 
chocolate truffle, and bride-in-red-dress cookies that draw heavily from Vera 
Wang’s gown designs. www.waldorfastoria.com/beijing.

Heads up Chefs!
 Frozen desserts  are a boon  for a busy kitchen and Thomas Ridley Foodservice has unveiled new additions to their dessert 
range. Created by Vanier Desserts, it is exclusive to the Country Range Group and features a selection of cakes and desserts 
made in the UK. Of the six desserts available, four are gluten free: chocolate coronet pavlova, iced lemon meringue, mango and 
passionfruit cheesecake and raspberry pavlova. (www.thomasridley.co.uk)

 The Royal Garden in Hong 
Kong is ready with its line-up of 
Chinese New Year puddings, 
including for the first time a low 
sugar red date pudding handmade 
by executive chef Ho Wai Sing, 
and the very popular deluxe turnip 
pudding made with Japanese 
daikon. Other pudding flavours 
include dried citrus peel with red 
bean, lotus seed, ginger, coconut, 
turnip and taro. (www.rghk.com.hk)

Bangkok Tapas
 The Decanter at St Regis Bangkok 
is turning to Spain for inspiration 
with its latest promotion ‘Taste for 
Tapas’ offered every Thursday, Friday 
and Saturday. The tapas feature, 
18-month-aged Serrano ham, 
Catalonian topped bread, mussels 
escabeche, wagyu meatballs, crispy 
calamari, Galician-style octopus and 
Valenciana paella complimented by 
free-flowing (for two hours) selected 
reds, whites, sparkling wine and 
sangria. (www.stregis.com/bangkok).

Hot pot  
in Macau
 Sheraton Grand Macao Hotel, 
Cotai Central is celebrating the  
Chinese New Year with family-
style feasts at Xin’s Auspicious 
Hotpot Buffet (15-20 February). 
Xin is also known for its individual 
po-pots, where diners start with 
a heated pot dish before adding 
soup to transform it into a hot pot 
experience. This Lunar New Year, 
Xin is adding several highlights 
including “Abundance” (braised 
pig trotters and lotus root with 
sea moss), “Perennial Joy” (wok-
fried prawns Sichuan-style) and 
“Happiness” (braised lamb shank 
with bamboo shoots and black 
mushroom). Xin also offers a 
compact Fortune Poon Choi Set 
designed for two to four persons 
to share. The auspicious dish 
includes the quintessential dried 
oysters and sea moss, as well 
as a lavish selection of Japanese 
scallops, Boston lobster, fresh 
abalone and botan ebi.

Puddings for the year of the Dog

nobu Celebrates the new year
Nobu at InterContinental Hong Kong, on February 17, will showcase its innovative 
new-style Japanese cuisine with an 8-course menu created by executive chef Sean 
Mell... with ringside view of the fireworks. The Chinese New Year Omakase menu starts 
with o-toro sashimi,  aoume sauce / ise ebi sashmi & caviar, umami matcha powder, 
followed by zuwai kani, uni & ikura / nori taco with tamago sauce. Next is a whole ezo 
awabi with truffle foie gras miso / buri & kue sashimi, aji amarillo, kinkan dressing. Then 
comes a deluxe sushi assortment, followed by crispy Spanish red prawns with salsa 
verde and onion ginger soy. The next course is roasted king fish with wakame karashi 
sumiso, followed by A5 miyazaki wagyu with jalapeño salsa, then spicy seafood udon; 
and for dessert, “golden wishes”: mikan, honey and pecan.  
(www.hongkong-ic.intercontinental.com)
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uLtrA VIoLet 
expressions
	 The	world’s	leading	manufacturer	of	luxury	woven	floor	
coverings, Brintons Carpets, is excited about Pantone’s 
2018 Colour of the Year, Ultra Violet, and is expressing it 
in vibrant and complex patterns that have a  calculated 
contemporary twist. Zeroing in on the hue’s versatility, 
Brintons sees ultra violet being used in multiple layers of 

axminster carpet designs and in all sectors; marine, 
gaming, public space, and hospitality. 
“The purple shade would also work successfully in 
larger	open	areas,	giving	a	dramatic	flair	to	casinos	
and conference halls. The energy of these spaces 
and their capacity to contain crowds speak a similar 
language to the vibrancy of ultra violet,” says Mandy 
Middlehurst, senior designer. Adds designer, Donna 
Davis,“the violet could be used in casinos or any 
space	where	bright	modern	designs	are	specified.	
However, in my personal experience, I’ve used the 
violet to deepen cast shadows in more transitional 
hospitality carpets. It’s nice to add in another shade 

other than black to a cast shadow.” The Brintons match 
for Ultra Violet, Hockney 29-4110, is a rich blue-toned 
purple showcased in their latest collection: Oscillation II. 
(www.brintons.net)

thin skin
 As wallpapers go, 
Skinwall has creative 
wall solutions for every 
single room in the 
hotel. Their last project, 
Hotel Sallés Peres IV in 
the heart of Barcelona, 
showcased this wall 
covering’s ability 
to create a unique 
and extraordinary 
atmosphere in every 
single room, with this eye catching, extremely durable and easy 
to install product: the wallpaper Urban Flowers (Wallpaper 07A - 
Contemporary Design Collection) was printed on an embossed coated 
non-woven	fabric,	that	is	flame	retardant	and	self-extinguishing	
Class 1 approved (B-S2 d0), and reinforced with a vinyl surface 
which guarantees excellent washability. The design was tailored for 
the hotel: customization is the key for all Skinwall work. “The ideal 
wallpapers for hotels, shopping centres, restaurants and shops must 
always respect the strictest safety rules,” says Marco Brigi, Skinwall’s 
sales	manager.	“It’s	more	than	inflammability:	wallpapers	must	have	
many other technical fundamental features such as washability and 

durability.” ( www.skinwall.it)

Heritage rules
 The Portuguese Azulejos, iconic hand-painted 
Portuguese tiles have inspired the designers at 
Portuguese	furniture	firm	Boca	Do	Lobo	to	create	
this nightstand with a matching cabinet and 
sideboard. The nightstnad 
and the cabinet are lined 
with hand painted tiles. The 
nightstand features one 
deep drawer and one slim 
upper drawer, the interior 
lined with golden leaf. The 
base is made from manually 
hammered brass. Available in 
both blue and sepia. 
(www.bocadolobo.com)

Brewing the  
perfect cup
 Leva Luxury from	La	San	Marco	brings	together	
technology and beauty and is a major coup in the coffee-
making industry, with advanced technological solutions, 
sophisticated components and the precision of internal 
parts beautifully on display. This long-awaited model 
boasts	La	San	Marco’s	patented	Leva	Class	state-of-the-
art technology, with its eye-catching 1 cm tempered glass 
body	shell.	Like	all	La	San	Marco	professional	machines,	
Leva	Luxury	guarantees	the	best	espresso,	thanks	to	the	
lever	system	for	coffee	extraction.	What	also	makes	Leva	
Luxury	a	truly	unique	machine	is	the	countless	colour	
options of the glass body machine (made possible by 
Led	RGB	activated	via	a	touch	remote	control).	Add	to	
that	the	chrome-plated	cylinder	liner	and	the	carbon	fibre	
finish	coating,	the	chrome-plated	finishes	of	all	the	inner	
components and the stainless steel boiler. 
(www.lasanmarco.it)

In vino 
veritas
	 The	figures	are	
compelling: 96 per cent 
of restaurants with table 
service offer wine by the 
glass; wine by the glass 
represents 22 per cent of wine sales; and on average, 
nine	wine	labels	are	offered	by	the	glass	and	this	figure	
is increasing every year. To make this more viable for 
restaurants and stop spoilage, Eurocave has a solution: 
Vin au Verre 8.0. Developed by EuroCave Professional 
it provides optimal service with design, temperature 
performance and the ability to control the amount of 
wine served and to see sales and preservation of open 
bottles, all easily managed thanks to the unique touch 
screen. (www.eurocavepro.fr)

utrecht chair
 From Cassina, the Utrecht 
chair	designed	by	Gerrit	Thomas	
Rietveld	makes	a	bold	assertion	
in any space. Especially suited to 
suites and lobby spaces 
that require a pop of 
colour and design. The 
chair’s armrests merge 
into the front legs and 
the seat and the backrest 
come together at an angle 
to form the back leg.
(www.cassina.com)

Austrian 
sparkle

 Made in the 
Austrian tradition 

of Schlumberger 
Wine House, this 
Schlumberger brut 
nature is a dry 
sparkling for the 
discerning palate. 
Minimum 18 months 
lees ageing and 
bottled without 
any dosage. Since 
1842 the wine 

house has been 
producing sparkling wine to the 
“Méthode Traditionnelle”. Fame came 
at	the	1862	London	Exhibition,	when	
Schlumberger’s “Sparkling Vöslauer” was 
served to Queen Victoria. Back in Vienna, 
Schlumberger’s “Champagner” became 
a beverage of royalty and subsequently 
Schlumberger became purveyors to the 
Imperial Court of Austria-Hungary.

the Hunter 
calls
 Fine wine and spirits merchant Woolf 
Sung	Ltd	has	launched	the	Woolf	Sung	
Collection: a range of ultra-premium, 
independently bottled, single malt 

Scotch whisky aged for 
more than 25 years. 
The Hunter is the 
inaugural release. A 

40 year old Highland 
single	malt	distilled	at	the	Glenglassaugh	distillery	in	1972,	
and bottled in 2013 at a cask-strength of 42.9%abv. The 
aroma opens with an abundance of herbs, dried fruits 
and a hint of black pepper. With time, fresh apples give 
way to more robust notes of sherry and dark chocolate. 
On the palate notes of crab-apple and cinnamon present 
themselves, followed by black pepper and plenty of rich 
oloroso sherry. Water brings zesty ginger, Seville orange 
marmalade and roast coffee beans. Finally, spicy oak and 
pearl	barley	contribute	to	a	long,	sumptuous	finish.  
(www.Woolfsung.com).
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Date event Details ORGaniseR Date event Details ORGaniseR

March 20-23 2018

March 26-29 2018

March 27-28 2018

april 4-7 2018

april 16-19 2018

april 24-27 2018

June 27-30 2018

June 7-9 2018

June 27-29 2018

July 17-19 2018

september 4-6 2018

september 4-6 2018

May 29-31 2018

HOReCa lebanon
Biel, Beirut, 
lebanon

Hotelex shanghai
shanghai new 
international expo 
Centre, shanghai, 
China

Hotel investment 
Conference asia 
Pacific UPDate 
(HiCaP UPDate)
Pan Pacific, singapore

The 15th Malaysia 
international Halal 
showcase (MiHas)
MiteC, Kuala 
lumpur, Malaysia

alimentaria 2018
Gran via venue, 
Barcelona, spain

FHa 2018
suntec, singapore

taiwan HOReCa 
2018
taipei World trade 
Centre, taipei, taiwan

laOHOtel 2018 & 
laOFOOD 2018
Don Chan Palace, 
vientiane, laos

BRiFe 2018
asia-World expo, 
Hong Kong

speciality & Fine 
Food asia 
suntec, singapore

RBHK 2018
Hall 5D, e, F&G, 
Hong Kong 
Convention and 
exhibition Centre, 
Hong Kong

The Hotel expo & 
Conference
Hall 5De, Hong 
Kong Convention and 
exhibition Centre, 
Hong Kong

vinexpo Hong Kong
Hong Kong 
Convention and 
exhibition Centre, 
Hong Kong

The region’s largest annual business meeting place for 
the hospitality and foodservice industries. Established 
in 1993, HORECA is an annual meeting place for the 
hospitality and foodservice Industries. The 25th edition 
of HORECA includes:  International Trade Show for 
the Hospitality & Foodservice Industry, International 
Trade Show for the Food Industry and Beirut 
International Wine & Drinks Fair.

This event showcases products like catering equipment 
and accessories, tableware products, textiles, information 
technology systems and services, security systems and 
services, wine and spirits, bakeries and ice-cream, etc. 

Meet & Network with the region’s key players. HICAP 
UPDATE draws internationally influential decision-
makers, experienced advisors and industry pundits, 
including: investors, owners, lenders, developers, hotel 
chain & management companies, investment bankers, 
advisors & intermediaries, architects & designers, 
government tourism officials and media.

For nearly 15 years, MIHAS has successfully connected 
halal businesses from around the world. Set against the 
backdrop of the world’s no. 1 halal economy and held 
concurrently with two industry leading events in the 
World Halal Conference and The International Halal 
Certification Bodies Convention, MIHAS offers an 
unbeatable networking and business proposition.

Endless opportunities at an event encompassing six 
shows in one. Alimentaria brings together all the 
industry’s opportunities in six shows specialised in 
key markets and consumers trends. Alimentaria is the 
leading trade show for food, drinks and gastronomy 
in both Spain and the Mediterranean Arc, and an 
international benchmark for the industry.

Regarded as Asia’s most established international trade 
show of its kind located at the centre of a thriving 
region that continues to see strong growth in the food 
and hospitality industry, FHA is well positioned to 
offer companies the best channel to exploit the market 
potential in Asia. FHA attracts not just buyers from 
within, but well beyond Singapore. Exhibitors in the 
previous edition had the opportunity to make contact 
with visitors from 99 countries/regions, excluding 
Singapore.

The Taiwan International Hotel, Restaurant & Catering 
Show, hosted jointly by TAITRA and Chan Chao 
International, targets hotels, restaurants, bakeries, 
and catering companies. It is now in its fifth edition. 
This year has seen an enthusiastic response with 172 
exhibitors in 523 booths and more on the waiting 
list. This is the fifth consecutive year of growth for the 
show, affirming its growing reputation. HORECA will 
continue to be part of the 5-in-1 Food Expo, featuring 
major food service equipment and cookery companies. 
Products shown will include ice makers, drink coolers, 
stoves, tea brewers, freezers, automatic coffee makers, 
ovens, fryers, room supplies, and china utensils, offering 
a comprehensive view of the hospitality industry. 

LAOHOTEL is the country’s number one international 
hotel, restaurant and catering equipment and supplies 
show which will be held at Don Chan Palace, 
Vientiane, Laos. A variety of exhibitors, including many 
international brands will showcase their most recent 
products and present a platform to discuss the latest 
innovations and trends in the industry.

With the theme “Steering World Food Industries 
to New Opportunities”, The First Belt & Road 
International Food Expo (Hong Kong) (BRIFE) 2018 
aims to promote the “Unimpeded Trade” via a one-stop 
professional platform for global agrifood trade and 
investment cooperation. It aims to help  explore, share 
and create businesses under the BRI. 

It is pegged as Southeast Asia’s leading trade platform 
for artisan, gourmet & fine food. Gain access to the 
world of gourmet, speciality and high-end retailers, 
restaurateurs, chefs, buyers and distributors. It’s the 
Asian edition of the UK’s market-leading trade showcase 
of fine food and drink, Speciality & Fine Food Fair.  
Now into its 18th year in London, the Fair has become 
the go-to show for all those supplying gourmet food 
and drink to retail, wholesale and foodservice buyers.  
Buyers have come to rely upon the Fair as an exclusive 
opportunity for discovery and inspiration, where 
they can be sure to find delicious new products while 
celebrating the diversity that today’s producers create.

Positioned as Asia’s leading hospitality expo, RBHK 
2018 is the key event on the F&B business calendar for 
keeping updated with the latest products, trends and 
developments. More than just an exhibition, RBHK 
2018 will be serving up top culinary artists, beverage 
professionals and decision-makers. New products, 
increased supplier attendance and innovative show 
elements are set to elevate the showcase through a host 
of events that will educate, energise and inspire the 
industry.

Building on RBHK strong platform The Hotel Expo 
and Conference will bring thousands of hoteliers 
together to share ideas, do business and network. Engage 
with an audience of high quality hoteliers dedicated to 
the discovery and application of opportunities available 
to ensure the profitable and efficient running of their 
hotel businesses. The event brings together thousands 
of buyers from the world’s most rapidly expanding 
economic region; The Guangdong – Hong Kong – 
Macau Greater Bay Area which includes two Special 
Administrative Regions (Hong Kong and Macau) as well 
as China’s economic powerhouse Guangdong province 
which includes mega-cities Guangzhou and Shenzhen.

In 1998 Vinexpo Hong Kong was the first B2B 
exhibition organised in Asia. 20 years later, this show has 
become the must-attend event and a strategic platform 
for importers, buyers and sommeliers from the Asia-
Pacific trade. From 29 to 31 May, be part of the leading 
industry event for wine and spirits professionals in Asia-
Pacific. Meet with key producers and decision makers 
from all over the world. You have three days to discover 
15,000 brands. Learn more about the latest products 
and innovations.

Hospitality Services  s.a.r.l
Dekwaneh, Main Road, borghol Bldg,  
2nd & 3rd Floor 
PO Box 90155 Jdidet-El-Metn 1202 2020 Beirut, 
Lebanon
Tel: +961 1 480 081 
info@hospitalityservices.com.lb.
www.horecashow.com

Shanghai UBM Sinoexpo  
International Exhibition Co. Ltd
6 Fl. Xian Dai Mansion 218 Xiang Yang Road (S) 
Shanghai, China
Tel: +86 21 3339 2222, +86 21 6437 1178
Fax: +86 21 6115 4988,+86 21 6437 0982
marketing@ubmsinexpo.com

BHN, Horwart HTL and  Stiles Capital Events
Tel:+1 714 540 9300
marketing@burba.com
www.HICAPconference.com

Malaysia External Trade Development Corporation 
(MATRADE)
Menara MATRADE, Jalan Sultan Haji Ahmad Shah, 
50480 Kuala Lumpur, Malaysia
Tel : +603 6207 7077
Fax : +603 6203 7037
info@matrade.gov.my
www.matrade.gov.my

Alimentaria Exhibitions
Diputació, 119,
Barcelona (Spain)
Tel: (+34) 93 567 96 91
cschuster@alimentaria.com
www.alimentaria-bcn.com/en

UBM SES
10 Kallang Avenue #09-16 Aperia Tower 2  
Singapore 339510
Tel: +65 62336638 Fax: +65 62336633  
events.ses@ubm.com
www.foodnhotelasia.com

Taiwan External Trade Development Council 
(TAITRA)
Exhibition Section II, Exhibition Department
P. O. Box 109-770, Taipei 11099, Taiwan
Tel: +886-2-2725-5200 Ext. 2629                     
Fax: +886-2-2722-7324
HORECA@taitra.org.tw

AMB Tarsus Exhibitions
Unit 37.08, Level 37, Menara Multi-Purpose,  
Capital Square,No. 8, Jalan Munshi Abdullah,  
50100 Kuala Lumpur, Malaysia.
Tel: +603 2692 6888
Fax:+603 2692 2788                     
rina@ambtarsus.com

FMC Exhibition
Rm 7-9, 18/F, Sterling Centre,
11 Cheung Yue Street, Lai Chi Kok,
Kowloon, Hong Kong
Tel: +852 2370 0829
Fax:+852 2370 0072                     
enquiry@fmcc.com.hk

Fresh Montgomery
Tel: +65 9880 4126 
melissa.goh@speciality-asia.com
www.speciality-asia.com

Diversified Communications Hong Kong LLC 
Unit B, 32/F, @convoy, 169 Electric Road, North 
Point, Hong Kong
Tel:+852 3958 0502
Fax +852 3105 3974
info@restaurantandbarhk.com
www.restaurantandbarhk.com

Diversified Communications Hong Kong LLC 
Unit B, 32/F, @convoy, 169 Electric Road, North 
Point, Hong Kong
Tel:+852 3958 0502
Fax +852 3105 3974
hotelexpo@divcom.com.hk
www.Divcom.com.hk/TheHotelExpo

VINEXPO
Hong Kong Office
Tel: +852 2294 7715
hkoffice@vinexpo.com

March 22-24 2018 Hotel Fair 2018
COeX, seoul, Korea

South Korea’s one and only professional hotel business 
exhibition where hotel business professionals and related 
new technology and products come together.  The fair 
attracts professionals from five-star hotels to budget 
hotels.

Esang Networks Co., Ltd
ES Building, 109, Gasanro-9-gil, 
Geumcheon-gu, Seoul, Korea (08518)
Tel: +822 3397 0483
kimhc@e-sang.net
www.hotelfair.co.kr.eng

www.asianhotelandcateringtimes.com www.asianhotelandcateringtimes.com
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sector and traditions.
A Fira de Barcelona company Alimentaria events have 

long been a benchmark in Europe and Latin America. But 
now its influence is extending to Asia with Asian exhibitors 
and visitors recognising the reach of the show; a platform 
for main operators in the market (food industry/hospitality) 
to showcase the latest trends and innovations. 

For industry leaders Alimentaria is also about 
promoting commercial networking and business 
opportunities. The model provides not just profitable shows 
for its clients, but also space for innovation; and space for 
dealing with challenges currently facing food, hospitality 
and gastronomic tourism companies with an exchange of 
knowledge and ideas.

At the heart of Alimentaria 2018 is the desire to 
use its international influence to promote the Spanish 
food industry; Spanish food and agricultural industry is 
driving the Spanish economy and in the process creating 
an effective model for the farm sector and agricultural 
industries the world over.

María Naranjo, director of Food and Gastronomy of 
ICEX, Spanish Exportation and Investment, highlighted 
that “more than 52 per cent of Spanish food producers are 
exporters. Sales to China and the USA are increasing at a 
more impressive rate than within the European Union. The 
agreements signed with Canada and Japan will open up 
interesting new opportunities for the sector”. 

In addition to bringing international buyers, 
Alimentaria also offers a promotional programme to detect 
niche strategies in foreign markets, attracting professionals 
from all over the world.

At the press presentation J. Antonio Valls, Director 
of Alimentaria and Managing Director of Alimentaria 
Exhibitions, underlined the potential of the show by 
highlighting its strengths, “Its international positioning, 
the importance and complicity of the Spanish agricultural 
industry with the backing of powerful brands, the weight 
of the HORECA channel, the international appeal of 
our gastronomy and the relevance of the tourism sector, 
among other characteristics give the exhibition a unique 
character based on division by sector, the extension of 
internationalisation, innovation (The Alimentaria Hub), 
and gastronomy (The Alimentaria Experience). Over  200 
activities will take place in The Hub and The Experience.
This model offers a platform for internationalisation and 
business, with new spaces, content and innovation”.

Managing director of the Food Industry within the 
Spanish Ministry for Agriculture, Food, Fishing and 
Environment, Fernando Burgaz added, “The journey that 
we have ahead is magnificent, with continual growth for 
the next few years. Our exports to countries outside of the 
European Union are increasing.”

Besides attracting international buyers, Alimentaria has 
organised a promotional programme to identify strategic 
niches in foreign markets. In addition to attracting these 
international buyers, Alimentaria has also organised a 
promotional programme to identify strategic niches in 
foreign markets, attracting trade professionals from all 
over the world, hoping to  exceed the 42,000 international 
visitors who took part in the last edition of the show.

The 42nd edition of the biennial show, 16-19 April 
2018, will be one of the world’s biggest global events  
for industries related to food, gastronomy and 
hospitality equipment

One of the most important trade fairs in the world 
focused on the food industry, hospitality, hotel and catering, 
Alimentaria, from 16-19 April, will host its 42nd edition 
at Barcelona Gran Via – one of the biggest editions in a 
long time. The event spread across 100,000 square metres 
of exhibition space alongside Hostelco will attract more 
than 4,500 companies; 27 per cent of them international. 
Alimentaria 2018, slated as one of the world’s biggest 
global events for industries related to food, gastronomy and 
hospitality equipment is stirring a lot of interest.

The 42nd edition will facilitate contact between 
international buyers and exhibiting businesses, from more 
than 70 countries, including Germany, Argentina, Ecuador, 
Belgium, Holland, China, Hong Kong, Romania, Russia, 
Thailand and Turkey. Around 30 percent of the expected 
visitors it is predicted will be from overseas.

Alimentaria 2018 will split its exhibition into several 
specialised areas: Intervin, Intercarn, Restaurama, 
Expoconser, Interlact, and Multiple Foods, the platform 
for products of widespread consumption and trends in 
food. There will also be Alimentaria Premium, an exclusive 
zone for producers of real gastronomical gems. Innovation 
and gastronomy will be combined in The Alimentaria 
Hub (knowledge, trends, innovation and business) and 
The Alimentaria Experience (workshops, gastronomic 
classrooms, show-cooking featuring influential chefs).

The Alimentaria model is innovative, effective and 
dynamic with each succeeding year building on and adding 
to the success of the past. That the Catalan capital is 
ideally suited to this enterprise goes without saying with its 
excellent infrastructure, international ties, knowledge of the 

Alimentaria 2018

www.asianhotelandcateringtimes.com www.asianhotelandcateringtimes.com
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HORECA Lebanon, the country’s premier B2B hospitality and 
foodservice event, returns to Beirut’s Seaside Arena (formerly known 
as BIEL) for its 25th edition from 20-23 March 2018. As the key 
meeting place for trade professionals from across the region, the 
event has become an essential destination for firms looking to explore 
new markets, pursue lucrative business opportunities and stay one 
step ahead of the latest innovations and trends in the hospitality and 
foodservice industries.

The four-day exhibition brings together owners of the leading 
hotels, the top food and beverage companies, senior management, key 
decision makers and 18,000 trade professionals from across the Middle 
East and beyond. “Over the past 25 years, the exhibition has grown 
by leaps and bounds and we are delighted to have over 350 exhibitors 
showcasing thousands of products and services today,” says Joumana 
Dammous-Salame, managing director of Hospitality Services, the event 
organiser. “We are determined to make the 25th edition an exceptional 
one and show how robust our hospitality and foodservice sectors are 
despite the regional circumstances.”

More than 350 local and international exhibitors from Belgium, 
Italy, France, the Netherlands, UAE, Egypt, Syria, Jordan, Korea and 
Turkey will showcase over 2,500 of the most well-known brands, 
providing visitors with a rare opportunity to discover the newest and 
soon-to-be-released products, from food and kitchen equipment to 
packaging and labeling and all kinds of services related to the sector. 

Over 60 international experts from the world of food, drink and 
hospitality will attend the 2018 show to conduct demonstrations and 
judge a number of competitions including the renowned Hospitality 
Salon Culinaire, the Junior Chef Competition, the Atelier Gourmand, 
the Lebanese Bartenders Competition, the Lebanese Barista 
Competition, the Art of Service Competition and the Bed Making 
Competition. Confirmed international judges to date include: Pascal 
Obrecht (France), Domenico Maggi (Italy), Francois Pozzoli (France), 
George Damianou (Cyprus), Guillaume Gomez (France), Khalid Abu 
Eid (Jordan), Lucien Veillet (France), Tarek Ibrahim (Egypt), Thomas 
A. Gugler (KSA), Yasser Jad (KSA).

Scheduled from March 22-24, Hotel Fair 2018 will feature 
exhibitions, hotel specialist conferences, F&B talk concerts, premium 
dessert collections, and design showrooms. Billed as South Korea’s one 
and only hotel business exhibition, it is the perfect networking platform 
encompassing hotel management issues and smart technology solutions 
under several categories: development & consulting, operational 
support equipment (OS&E), design & architecture, furniture fixtures 
& equipment, installation equipment, smart & technology, food & 
beverage and outsourcing & education. Alongside the fair are planned 
‘Hotel Specialist Conference’, ‘Design Open Seminar’ and ‘Talk 
Concert’ to gather industry experts to exchange ideas, discuss recent 
issues and grasp design trends. 

The highlight of the 2018 Hotel Fair is the Design ShowRoom, 
which will showcase the latest design trends. In addition, the 
hotel specialist conference, divided into five sessions will focus 
on: development, operation / marketing / Big data, facilities and 
architecture / interior.

hoRECA 
Lebanon 
celebrates  
25 years

Focus on hotels

COMING UP 
HORECA LEbAnOn
Seaside Arena, Beirut Lebanon
20-23 March 2018
www.horecashow.com

COMING UP 
HOTEL FAIR 2018 KOREA
COEX, Seoul, Korea
22-24 March 2018
www.hotelfair.co.kr
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 Sala Hospitality has 
appointed Erwin 

van der Veen to 
lead Sala Samui 
Chaweng Beach 
Resort as its 
general manager; 
he was also 

part of the pre-
opening team since 

November 2017.
 Erwin joined Sala Samui 
Chaweng Beach Resort from The Avani 
Sepang Goldcoast Resort in Malaysia where 
he was general  manager. During his three-
year tenure, he led the five-star resort to win 
several accolades, including ‘Best Beach Resort 
Destination in Asia’ and ‘Best Honeymoon 
Destination in South East Asia’ at the Asian 
Lifestyle Tourism Awards 2017. During 
the same event he was recognised with the 
‘Outstanding General Manager’ award in the 
Corporate Individual category. Prior to his 
stint in Malaysia, Erwin spent over a decade 
with Hilton Worldwide in South Korea, 
Nigeria, Thailand, Japan, and UAE, rising 
through the ranks of the F&B department 
before being promoted to director of 
operations and then hotel manager. He also 
spent five years with the Hyatt Regency in 
Dubai as part of the food and beverage team.
 “My previous experience has mostly been 
with large hotels so I am thrilled to have the 
chance to scale down and really focus on 
maximising private and personal experiences 
for guests at Sala Samui Chaweng Beach 
Resort. Over the past two months it has been 
great to see the building and the team come 
together, and we’re excited to introduce guests 
to our beachfront hotel in January 2018,” 
he says. Erwin will be working alongside 
executive assistant manager F&B Nick Hall, 
who joins the team from its sister property, 
Sala Samui Choengmon Beach Resort. The 
duo aims to build up the culinary offerings 
at The Tent Beachfront Restaurant and Bar, 
which opens in phase one to offer private 
dining spaces, romantic gazebos, and a 
stunning Moon Pool located on the seafront. 

AccorHotels has 
appointed Rhonda 

Hare as  general 
counsel Asia 
Pacific. Rhonda 
joins the 
Group with 
over 22 years of 

experience as an 
in-house and private 

practice lawyer across 
Asia Pacific, the Middle East, Europe and the 
Americas. Hare’s international exposure and 
her experience in negotiating  commercial 
contracts relating to real estate and hotel 
transactions will help  support the fast growth 
of AccorHotels Asia Pacific.  Hare will work 
closely with the Asia Pacific Development 
team to provide legal  support, develop and 
review deal structures and support hotel 
owner relations. 

Hotel technology industry 
veteran Eric Michélsen 
has been tapped as chief 
technical officer and Pernilla 
Brodd has been named 
chief marketing officer at 
Zaplox (a global innovator 
of mobile key services for the 
hospitality sector). Zaplox 
has continued to expand its 
organisation over the past 
year. With solid experience 
in introducing software 
solutions in various industries 
and proven expertise in 
the hospitality technology 
and access/security sectors, 
Michélsen brings with him 
many years of industry 
experience, having served in 
several executive level roles, 
including as CTO at ASSA 
ABLOY Hospitality. 
 As the company’s 
new CMO, Brodd brings 
extensive experience in 
brand building and strategy, 
with several years of success 
in expansive global sales 
initiatives and significant 
growth at software companies 
such as InRiver and Consafe 
Logistics. “We are adding 
resources in two key business 
areas as planned,” says 
Magnus Friberg, CEO at 
Zaplox. “Based on growing 
customer needs, we are 
further developing our service 
offering and both Eric and 
Pernilla have the background 
and the competencies needed 
to help take Zaplox to the 
next level.”

 Appointments

 Recently appointed as Vice President Business 
Development of Centara Hotels & Resorts, Allen Thomas 
has 28 years of experience developing hotel and resort 
businesses, a career that includes positions with HPL 
and Como Hotels and most recently Resorts Holdings 
International. His appointment marks another significant 
Centara move in their five-year plan to double the 
company’s size and become a major regional hospitality 
brand. He will be responsible for executing the company’s 
plan to grow from 58 to 134 hotels over the next five years. 
 Thomas will report to Centara’s Deputy CEO Markland 
Blaiklock, who was brought on board in October 2017 to 
lead the expansion strategy. Since then Centara has already 
launched its new affordable lifestyle hotel brand COSI 
and announced a significant upgrade of its technology 
infrastructure in partnership with Oracle and IDeaS; and 
finalised an agreement with Nakheel to develop a family 
lifestyle resort in Dubai. With this latest appointment, 
Centara’s management team is well on its way to building a 
diverse and experienced leadership structure to set it up for 
continued future success.

SPotligHt 

Allen Thomas
Vice President Business Development
Centara Hotels & Resorts, Thailand

Eric Michélsen 

Pernilla Brodd

www.eurocavepro.hk

New wine dispenser
for an efficient & well managed service

    BEFORE
Intuitive preparation thanks to 
a unique touchscreen

    DURING 
Ease of use
Measure management
Optimal productivity

    AFTER
Preservation of open bottles
Easy automatic cleaning 
Turnover monitoring

At each stage of service

909, Chai Wan Industrial City, Phase 2, 70 Wing Tai Road, Chai Wan, Hong Kong.
Tel: (852) 2889 2123      Email: alpha@eurocave.com.hk

Alpha International Food Services

Bartech, a world leader in automatic 
minibar solutions for the hospitality 

industry, has appointed Peter 
Kuzyk as director of sales. Based 
in Montreal, Canada, Kuzyk is 
tasked with leading Bartech sales 
team efforts and ensuring that the 
company’s on-going market growth 

continues throughout the North 
American region. With automated 

minibar technology continuing to gain 
widespread interest due to its ability of serving as an in-room 
revenue stream while dramatically reducing operational 
and labour-related costs, Bartech has experienced increased 
demand for its solutions. With his expertise in both the 
hospitality market and in business-to-business sales, Kuzyk’s 
responsibilities include: key account management, sales team 
strategy coordination, contract negotiations and new business 
development. Says Kuzyk,“Having spent the vast majority of 
my career in the hospitality industry, I am honoured to join 
a company that leads the way in maximising in-room hotel 
profits. Bartech’s ingenuity in creating advanced minibar 
solutions that cater to every property’s  need is something I 
want to be a part of.”
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Siam Feather Products Co., Ltd.
216 Soi Hyland, Suksawad Rd.,
Samutprakarn 10290 Thailand
Tel: (662) 4258084-7  Fax: (662) 8154474
Email: sales@siamfeatherproducts.com
www.downia.com
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